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Abstract: The use of social media in elections appears to be gathering momentum that is altering the traditional practice of 
electioneering. This phenomenon is premised on the rapidly expanding access to internet, increased availability of internet-
ready smartphones and other communication devices, which enable individuals to simultaneously share information with 
any number of peers or even the public. The electorates across many countries around the world are now taking advantage 
of the various web-based media platforms like personal websites, social networking sites, blogs, and newsletters for political 
communication. In Nigeria, the situation is not different from the general trend around the world. For instance, the turnout 
of events in the recently conducted gubernatorial elections in some states points to the important role social media can play 
in ensuring credible elections. It appears the electorates including those in Nigeria have abandoned traditional news break, 
thus making it difficult for politicians and their unscrupulous collaborators in the electoral commission to manipulate the 
electoral process or spin events to favour particular parties or candidates which is the prevalent practice that have 
characterized the electoral process in Nigeria. This paper attempts to gain a better understanding of the impact of political 
information diffusion among the Nigerian electorates. The paper also attempts to investigate the extent of electorates’ 
interactions in the course of the elections using social media platforms particularly Nairaland to which many Nigerians have 
subscribed and its impact in the 2014 Osun state gubernatorial election. The paper adopts qualitative approach in the 
gathering and analysis of data and based on our findings, the paper proposes ways in which the social media can effectively 
support free, fair and transparent elections in Nigeria especially as the country approaches the 2015 general elections. The 
paper concludes that the use of various social media channels in not only transmitting real-time information but also in 
removing censorship by gatekeepers went a long way to prove to the Osun state electorate the transparency of the election 
result in the midst of the highly competitive tension soaked election. 
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1. Introduction 
The application of social media in elections appears to be significantly altering the traditional practice of 
electioneering. This phenomenon which is fast gaining momentum is founded on the rapidly expanding access 
to Internet, increased availability of Internet-ready Smart phones and other communication devices that are fast 
penetrating into most societies. This access enables individuals to simultaneously share information with their 
peers, which in turn spreads information faster than the traditional media channels would otherwise have done. 
The wider diffusion of ICT devices has created the environment for the electorates to take advantage of the 
various web-based media platforms like personal websites, social networking sites, blogs, and newsletters for 
political communication. In Nigeria, and just like most other parts of the world, social media is playing vital role 
in the mobilization of people to participate actively in political events. For instance, turnout of events such as 
the occupy Nigeria movement that challenged the government over the hike in prices of petroleum products, 
and the recently conducted 2014 gubernatorial elections in some states point to the important role social media 
real-time reporting of the events can play in ensuring that the process turns out to be credible. The implication 
of all this, shows that the electorates have abandoned traditional news channels and adopted social media to 
express themselves real-time as the news break, thus making it difficult for those bent on manipulating the 
electoral process or spinning events to favour particular parties or candidates. This paper attempts to examine 
the impact of social media in political communication and the effects of such political information diffusion 
among the electorates in shaping perception and attitude that in turn affect the behavior and actions of the 
electorate and the outcome of the election. The paper also investigates the extent of electorates’ interactions 
in the course of the elections using social media platforms particularly Nairaland to which many Nigerians have 
subscribed and its impact in the Osun state gubernatorial election.  
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2. Review of related literature 
Nigeria has embraced and maintained democratic governance in the last decade especially with the dwindling 
fortune of other non-democratic systems in some other parts of Africa. Military rule is almost becoming alien 
and considered an aberration wherever it still holds sway (Duruji, 2010).In recent times especially with the 
advances in Information technology, there has been an increase in the use of ICT in healthcare (Omoregbe,2008), 
media, business, education and governance (Azeta et al., 2009).Studies exist that report the use ofsocial media 
in politics. Social media can be defined as a suite of Internet enabled interaction tools such as Facebook, Twitter 
and Youtube.It is a known fact that President Barak Obama used the social media a lot in his campaign during 
the 2008 and 2012 elections. The use of social media is fast becoming popular in politics. It does not only 
empower people but also could democratize human relations. Olabamiji (2014) explored the use of media in 
political communication in Nigeria’s 4thRepublic and revealed that though the media have enhanced political 
awareness and interaction, there are cases where it is has been used to intimidate opponent and trigger 
conflicts. Research efforts on the influence of social media on electoral campaigns and voters behavior have 
shown that the number of online followers or likes a candidate has does not necessarily translate to an electoral 
success. Studies of the impact of social media for general election in Sweden 2010 and the midterm elections in 
the US are cited in the work of James Gomez (2014) affirm this fact. 
2.1 Web based platform and political communication 
A web based platform can be defined as ‘‘a group of internet-based applications that build on the ideological 
and technological foundations of Web 2.0 that allow the creation and exchange of user-generated content’’ 
(Kaplan and Haenlein, 2010). It is also referred to as “social media” and includes web-based and mobile based 
technologies that are used to turn communication into interactive dialogue among individuals, organizations, 
and communities. Typical examples of social media platforms include websites such as Facebook, Twitter, Flickr, 
Youtube and the interactive options on these websites, such as the “re-tweeting” option on Twitter. These 
instruments are referred to as media because they are tools which can also be used for the storage and 
dissemination of information, however unlike the traditional media like Television and Radio, most of the social 
media tools allow their users to interact as “re–twitting” on Twitter and “comment” options on Facebook 
illustrate. 
 
Sweetser and Lariscy (2008), also defined web based platform as a “read-write Web, where the users do not 
only view web contents but also have the privilege of contributing to it. The common denominator from all most 
definitions of social media is fact that it is based on user-generated participation. With social media, users enjoy 
user-to-user interaction, a clear difference from what obtains in the traditional media where users only receive 
what they fed with (Clark and Aufderheide, 2009). Another advantage of social media over traditional media is 
that users can make their choice of the information they want to access and share. This makes it possible for 
individuals with similar interests to form a network.  
 
Political Communication according to Wikipedia,is a sub-field of political science and communication that deals 
with the production, dissemination, procession and effects of information, both through media and 
interpersonally, within a political context. This includes the study of the media, the analysis of speeches by 
politicians and those that are trying to influence the political process, and formal and informal conversations 
among members of the public, among other aspects. 
2.2 Forms of social media 
Social media technologies take on different forms including magazines, Internet forums, weblogs, social blogs, 
podcasts, pictures, and video. Considering that social media come in diverse forms, Kaplan and Haenlein (2010) 
tried to classify social media into six distinct categories: 
 Collaborative projects (e.g. Wikipedia) 
 Blogs and microblogs (e.g. Twitter) 
 Content communities (e.g. YouTube) 
 Social networking sites (e.g. Facebook) 
 Virtual game worlds (e.g. World of Warcraft) 
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 Virtual social worlds (e.g. Second Life) 
Out of these six categories of social media tools, three categories (blogs and microblogs, content communities, 
and social networking sites) are the ones that are most relevant to the application of social media in the electoral 
process. In the process of political communication, there has been strong intermediation between the traditional 
media and the three categories of social media mentioned above. 
2.3 Impact of social media on political communication 
Social media has transformed political communication in a number of ways. These are discussed below. 
 
Segmentation of Audience 
 
Social media has deepened the segmentation of audience triggered by the rise of network of television channels, 
specialized magazines, and websites. According to Stroud (2008), segmentation of audience derives from two 
main elements of the social media: diversification of coverage and selective exposure (that is, finding 
information that aligns with the predispositions of individuals). Social media makes it possible for its users to 
read and discuss specific issues and then connect with other individuals who share their beliefs. This has the 
possibility of creating individual voters who agree on specific issues and who may not be able to relate with the 
wider issues that are part of a general election. With the social media different segments can address the same 
issues from varying perspectives.  
 
Social Media Has Weakened Gatekeeping Capacity of Traditional Media 
 
Before the emergence of social media, the traditional media could determine to a large extent, what information 
should be aired to the public and set the agenda for public discourse. McCombs and Shaw (1972) asserted that 
“the mass media force attention to certain issues. They build up public images of political figures. They are 
constantly presenting objects suggesting what individuals in the public should think about, know about, and 
have feelings about”. They insisted that a small number of mass media news producers dominate the market, 
and therefore, audiences’ only get information about what the media decides is important enough to be 
covered. By presenting politicians with a platform to speak directly to their constituents and potential voters 
without the traditional media intermediary, the social media has largely curtailed the agenda setting role of the 
traditional media (Gillin, 2008). 
 
Social Media Now Releases Most Recent News 
 
Although this is related to the last point, it is becoming the order of the day in recent times.In all, the use of 
social media limits the control of traditional press secretaries over the outflow of information, and also 
decreases the dependence on traditional media for up-to-date content. Although the lack of control over the 
content of social media may be positive in the sense that it allows for greater freedom of information, there are 
also some disadvantages of this trend. The social media has been misused in many ways including using social 
media platforms to spread false information, abuse political opponents, and incite violence. There is therefore 
the need to balance this individual freedom and responsibility in the use of social media. Social media outlets 
have a responsibility to develop and implement social networking guidelines for their users. 
 
Social Media Influences Socio-Economic and Political Settings 
 
The fourth point is that social media is now the new influencer in socio-economic and political settings. Research 
has shown that increasing use of social media for political communication has led to declining newspaper 
readership and television viewership in many countries (Australian Media and Communication Authority, 2007). 
Under this circumstance, the social media may likely continue to dominate political communication, and serve 
as a tool for gathering and disseminating political messages. 
 
Traditional media channels, particularly television and newspapers, try to expand their reach by using social 
media platforms for news broadcast. In Nigeria for example, many newspapers like Guardian, Vanguard, Daily 
Trust, and ThisDay as well as television stations like Channels, have Facebook and Twitter accounts. A common 
trend among traditional media houses, especially the television stations, is to have i-reporters. I-reporters are 
individuals without professional experience of journalism, but who can utilize their dexterity in the use of social 
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media tools to broadcast messages about events taking place around them through the traditional media. I-
reporters share pictures and videos of events with the public through the television. In this way, the traditional 
media rely on users of social media for news, information and leads, the same way that social media utilize news 
and information emanating from newspapers, radio and television channels. 
2.4 Social media in Nigeria 
The social media in Nigeria is now being used as a political communication tool. This became clear during the 
2011 general elections and the trend is increasing as witnessed in the recent elections held last year, 2014 in 
some states. The social media in Nigeria is used in so many ways and for different purposes. However, for the 
purpose of our discourse we focus more on on the role of social media in elections in Nigeria. 
 
Factors that Influence the use of Social Media in Nigeria 
 
Three major factors are responsible for the use of social media in Nigeria. They are discussed in the sections that 
follow.  
2.4.1 Social media is a global trend 
The use of social media for elections in Nigeria reflects a global trend towards “internet elections” or “e-
electioneering” (Macnamara 2008). Most people all over the world now have access to internet using their 
internet ready smartphones and other communication devices. The evolution of web-based new media such as 
personal websites, social networking sites, blogs, e-newsletters, have also redefined methods of political 
communication, leading to a significant shift towards the use of social media in the electoral process. Before 
now, traditional media dominated and provided election-related information. But today, the social media has 
become a major election information sharing platform globally. The social media has the advantage of ease of 
use, speed, and reach, and guarantee efficient election administration, coverage and reporting. 
 
Social Media Adoption by Nigerian Politicians 
 
Nigerian politicians have now recognized the importance of social media and have adopted it as a major means 
of reaching the electorate via on-line campaigning. For instance, during the 2011 general elections, many 
politicians, particularly the presidential aspirants, used social media tools to connect with voters and 
constituents. Facebook and Twitter appear to be the most widely used social media platforms by the politicians. 
For example, in December 2010, it was estimated that Goodluck Jonathan had nearly 300,000 fans on his 
Facebook page (Ekine 2010). Other presidential aspirants like Dele Momodu, Ibrahim Shekarau, NuhuRibadu, 
AtikuAbubakar, and Ibrahim Babangida,all had Twitter and other social media accounts. Political parties like the 
Peoples Democratic Party (PDP), Action Congress of Nigeria (ACN), and Congress for Progressive Change (CPC) 
were also not left out. Social media offered politicians and their parties the opportunity to broadcast messages 
and recruit a huge number of volunteers to support their campaign. 
 
Social Media Improves Election Monitoring 
 
The Nigerian Civil Society and voters now use the social media as a tool for efficient election monitoring and 
reporting.Pre-2011 elections like those held in 2003 and 2007 were largely marked by rigging and other electoral 
misconducts, most candidates expressed their displeasure and likewise voters and observers. The malpractices 
included complains of disenfranchisement of prospective voters, snatching of ballot boxes from election officials 
and stuffing of the boxes with invalid ballot papers, as well as allegations of collusion between election officials 
and politicians to alter election results and twist popular mandate (Ibrahim and Ibeanu 2009). The flaws that 
characterized the conduct of the 2007 elections severely dented the integrity of elections in Nigeria’s, and 
triggered demands for freer, fairer, and more transparent elections. 
 
Nairaland Social Media Platform 
 
Nairaland is a social forum founded in 2005 by MrSeunOsewa with registered membership of 1, 229,600 as at 
April 2014. This site is rated the seventh most visited site by Nigerians and the most visited indigenous site 
(Alexa.com, 2014). The site sends out about 39,700 tweets and has a followership on tweeter of 134,000. It 
records over 300,000 daily visitors. Figures 1 and 2 below show the Homepage and Politics page of Nairaland. 
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Figure 1: A typical Nairaland frontpage 
 
Figure 2: Nairaland politics page 
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3. Objectives of the study 
 What is the degree of use of social media in Nigerian electoral system? 
 What specific roles did Nairaland media platform play towards the success of Osun Gubernatorial election? 
 What is the impact of Nairaland postings on the outcome of the 2014 Osun gubernatorial election?  
4. Methodology 
The paper adopts qualitative approach in gathering and analyzing data. The data for the research were basically 
from secondary materials sourced from books, journals, periodicals and largely internet materials. Data gathered 
through these sources were analyzed using descriptive analysis that includes the use of tables and statistical 
figures to drive the points. The data gathered and the analysis carried out enable us to address the question of 
the extent of use of social media in Nigeria as well as the impact of Nairaland postings and political conversations 
on the Osun Gubernatorial election. All these are captured in the sections that follow.  
5. Internet penetration in Nigeria 
The increased penetration of Computer, Telephone, Internet and Mobile Technology has made politicians as 
well as the electorates embrace social media platforms such as Twitter, Facebook, Youtube sites to solicit votes 
and communicate political issues. Nigeria currently records the highest number of Internet users in Africa. The 
country is reported to have 70,300,000 Internet users out of the 297,885,898 Internet users in Africa as of June 
2014 while Facebook which is the leading social media site has 6,630,200 active users in Nigeria as at June 
2012(Alexia, com 2014). The number of active lines in the country as at September 2014 is 
134,507,329(ncc.gov.ng). The increase in mobile Internet traffic is expected to double between 2014 and 2015 
and should see a 20-folds increase by the end the decade across the Africa region (Internet World stat 2014). 
Figure 3 below shows Nigeria’s position as leading in Africa interms of number of internet users.  
 
Figure 3: Top ten internet users in AfricaSource: (www.internetworldstat.com) 
6. Nairaland and outcome of Osun election 
The Nairaland social media forum is a general interest site that covers diversity of issues including politics. The 
membership of Nairaland media forum cuts across the entire length and breadth of the Nigerian society and has 
become a source of first hand real-time information about Nigeria around the world. In Nairaland members put 
up front page on any issue and other quicklyresponds on that topic. The response to a particular topic can run 
into many pages depending on the trend line of such front page topic. Naira land forum pages on politics are 
very active during election season as Nigerians both within and outside the constituencies where the election or 
political related event is happening get their information.Infact the site becomes more active during political 
season as people within and outside, floods the site for fresh and update information on ongoing event. 
 
Nairaland site was very busy throughout the build up to 2014 Osun gubernatorial elections particularly on 
Election Day when several front pages on the election were competing for post by members and visitors. This 
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was the case on 9th of August 2014 which is the day of Osun gubernatorial election where the major contenders 
were the sitting governor RaufAregbesola of the All Progressive Congress(APC) and IyiolaOmisore of the Peoples 
Democratic Party (PDP). From the various post live updates on voting, ideas of turn out in the various local 
government and other developments concerning the election were streaming in on the site just like the national 
media that also beamed their searchlight on the election. 
 
Osun State’s population is estimated to be about4million, haven recorded 3,416,959 in the 2006 GeneralCensus. 
According to the Independent ElectoralCommission (INEC), the eligible voting population is1, 411,373 and a total 
of 1,256,569 Permanent VotersCard (PVC) was produced with provisions for continuous voters registration 
exercise. In March 2014, INEC started the distribution of PVCs in the State andup till election week, only about 
900,000 PVCs had been collected with the remaining awaiting collectionin INEC’s offices at various Local 
Government areas in the State. INEC, the UNDP, Civil SocietyOrganizations and other development partners 
conducted voter education campaigns and awarenessprogrammes. The gubernatorial election was held on the 
9th of August 2014. In this section we discuss the role played by the social media and the outcome of the 
election. 
 
In a post-election speech delivered by the governor-elect, Aregbesola, he commended the social media for her 
role toward the success of the gubernatorial election in the state. It appeared that all stakeholders including the 
Independent National Electoral commission (INEC), politicians/political parties, the electorate, and Civil 
SocietyOrganizations made extensive use of social media during the gubernatorial election. We monitored 
election activities on one of the social media sites named “nairaland”. This site is used mostly by Nigerians to 
disseminate information and discuss important national issues. Indigenes of Osun state from our observation, 
took advantage of the medium to effectively monitor the election. They did this by sending reports happenings 
in the various polling units. They also uploaded results as they were being announced from each polling units. 
Below is a sample of such conversation and results uploaded real-time (as counting was going on) and later in 
the evening but the same day of election as shown below in figures 4 and 5 respectively. 
 
No doubt, each of thestakeholders used the social media to achieve a number of interrelated objectives. For 
INEC, social media was basically deployed to share information on the elections and receivefeedbacks from the 
public on the performance of election officials. Politicians/politicalparties used social media primarily to reach 
out to the voters and canvass for support. Thevoters used social media to report their experiences and receive 
election related information including uploaded results while the Civil Society Organizations (CSOs) used social 
media tools to mobilize and educate theelectorate as well as to cover and report the outcome of their 
monitoring of the electoralprocess. 
 
Figure 4: Osun election results being uploaded real-time 
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Figure 5: Election results of polling units uploaded evening of same day 
7. Conclusion 
The outcome of elections in Nigeria has always ended up in dispute over the final result owing to the flagrant 
manipulation that makes nonsense of the voters’ preference in an election. The frequency and rampant nature 
of this outcome has in the long run made many Nigerian to lose confidence in the electoral process and some 
have become disinterested because they hold this view that no matter what happened queuing up in harsh 
whether to cast vote does not make any meaning if the winners are already pre-determined even before the 
votes are casted. However the influx and diffusion of ICT has made monitoring of election by the voters much 
easier, making it much more difficult for desperate politicians and compromised electoral officials to manipulate 
outcomes of election as clearly indicated in the 2014 Osun gubernatorial election. Following the tension in the 
built up to Osun gubernatorial election, the widespread use of social media went a longway in making the 
process open and transparent even in the declaration of results which was out in the public shortly aftewe the 
close of poll, making people to know the outcome even before the official results were made public. Consequent 
upon this, the paper propose that social media can effectively ensure free, fair and transparent elections in 
Nigeria especially as we approach the 2015 general elections if the Nigeria electorate are further advised to use 
these devises in their various polling booths. 
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